The objective of this study is to investigate the effects of customer perceived value on customer purchase intention in the residential property market in Malaysia. The research proposes extension of Seth et al., 1991 model for property market by including relational aspect of the value as an added new parameter. Explanatory research design approach is used in this study with primary data collection through questionnaire survey of 172 respondents using convenience sampling method. The collected data and results are then analysed using SPSS 22 for Demographic analysis, Normality and Reliability test, Data Distribution. Finally, Pearson correlation analysis and Regression test is done to find the correlation between any two variables and relationship among the variables. The analysis indicated overall positive significant relationship with epistemic value being the highest among all. Regression analysis indicated functional value, social value, relational value, conditional value, and epistemic value shows positive significant effects on customer purchase intention while emotional value shows positive insignificant effect on customer purchase intention.The research is useful for marketers and researchers to understand perceived value based customer purchase intention for residential property sector among Malaysians and the tested model will be of great utility to property developers to devise appropriate value proposition based on consumer perceived value.
Introduction
The development of housing and real estate contribute to a major part of a country's economic development and gross domestic product (GDP) (Kong, et al., 2015) . With the majority of the residential property, ranging from low to high end, developed by the private sectors nowadays, there are fierce competition among property developers as well as adverse factors such as economic downturn, rising interest rate, inflation rate, political volatility that affect the housing market. Therefore, housing developers have no choice but to enhance their competitiveness in order to survive in the property market, particularly in the residential sector. It is vital for perceived value to be considered in the process of decision making of consumers in purchasing products or services. Assessment will be made to a products' perceived value received by customers according to individual judgement and the sacrifice to offer in return (Monroe, 1985) . Hence, if developers did not satisfy customers' purchase intention, a decline of market share will be experienced as customer perceived value influences consumers' purchase intention.
Previously, there are few studies done on the effect of customer perceived value on customer purchase intention in the property industry context (Lundgren, 2013; ; Lima, et al., 2009; Karna, et al., 2004; Karna, 2014; Yang & Zhu, 2006) . While there are several previous researches done in analysing the property or construction markets and industries in countries such as Thailand, Brazil, China, Australia etc. (Karna, et al., 2004; Lima, et al., 2009; Lundgren, 2013; Yang & Zhu, 2006) , there is insufficient study, or none in this case, to support the analyses of the Malaysian housing properties market in terms of the impact customer perceived value on customer purchase intention. As mentioned earlier, the economic and nation's development is greatly driven by housing real estate development and hence customer purchase intention plays an important role in assuring customer loyalty by analysis of customer perceived value. According to the National Property Information Centre of Malaysia (NAPIC, 2017) , there are total of RM 10 billion worth of housing properties left unsold for the first quarter of 2017 in Malaysia which exclude serviced apartments which are under the category of commercial properties. It is reported that the housing properties overhang has increased 30.7% at the end of 2016 and the property transaction volume has greatly deteriorated by 5.4% in the first quarter of 2017. The overhang value has exceeded 100% from RM 4.4 billion to RM 10 billion from 2008 to first quarter of 2017 (over 10 years) (Thean, 2017) which indicates that the overhang value has significantly increased despite the declining number of residential properties launching. This phenomenon suggests that nowadays housing properties buyers or customers have a lot of precautions and considerations prior to purchasing houses which can be due to inflation, increased living cost, job insecurities, economic downturn etc. in the recent years. The other factors causing such phenomena includes locational convenience, availability of basic amenities/facilities, planning, difficulties in down payment settlement etc. (Thean, 2017) .
The economic development in Malaysia has seen the demand for residential properties in an upward trend as the appreciation of housing price is significant in Malaysia (Ong, 2013) . The overall performance of economy (including gross domestic product, employment rate, petrol prices etc.) directly impacts the value of housing properties and the current situation of Malaysian economy is worsening with ringgit getting weaker, increasing cost of living and property price (Lim, 2016) . The increasing housing properties price coupled with inflation has led to a situation where most people could not cope with the high property price. The housing property market drives the Malaysian economy. Hence, there exists a need to further investigate the Malaysian property market in terms of factors affecting the market, especially in the customer perceived value's effect in customer purchase intention context. It is confirmed in the Property Market Report 2016 that the overall property market in Malaysia has recorded a decline of 11.5% in volume and 3% decline in value in 2016 where residential properties, located out of vicinity of public transportation such as MRT or LRT, experienced reduce rental rates and with new property launches decreased 9.8%, along with poor sales performance. On the other hand, vacancy rate has increased for the office and retail properties especially in Kuala Lumpur and Selangor areas with 16% increase (for office) and 11.9% (for retail) in 2016 (Mahalingam, 2017) .
It is projected that the property market will suffer terribly by 2018 and leads to market crash due to the incapacity of consumers to own home. According to the statistic from the minister of finance, the number of completed residential properties left unsold in the first half of 2017 has experienced inclination of as much as 40% equivalent to 20,807 units compared to the first half of 2016 which worth RM12.26 billion with condominiums and apartments made up RM 500,000 of the total cost (Kaur, 2017) . It is said that the RM12.26 billion worth of unsold units comes from the primary market including new property launchings by developers and subsequently the values of houses in the secondary market (sub-sales) is estimated to be RM4 billion with more foreclosures by banks projected due to weak demand (Kaur, 2017) . This paper analyses the impact of customer perceived value on customer purchase intention and this study provides guideline for companies in distinguishing the key variables that influence customer purchase intention which would ultimately come up with effective methods to achieve customers' demands. This will, in return, improves customer purchase intention undoubtedly in addition to customer loyalty and retention. Through this study, housing developers can identify the key customer perceived value and distinguish present issues based on current market to develop remedial action plans in rectifying them, resulting in higher customer purchase intention in the housing properties market.
Furthermore, the purpose of this research is to assist housing developers to understand the current and future housing trend in order to improve or develop better policies. It is essential and imperative for any business corporation to come up with customer focused tactics through strategic transformations (Roy & Cochrane, 1999) . In general, requirement for customer purchase intention (from the relevant customer perceived value) drives housing developers in creating houses with greater purchase intention to the end users leading to higher yield of customer loyalty and profitability as well as improved standard of living (Yeung, et al., 2002) , especially in the context of Malaysian residential property market. This research aims to seek focus on these key research objectives: To study the impact/effect of perceived functional value on customer purchase intention in property industry. To study the impact/effect of perceived social value on customer purchase intention in property industry. To study the impact/effect of perceived emotional value on customer purchase intention in property industry. To study the impact/effect of perceived relational value on customer purchase intention in property industry. To study the impact/effect of perceived conditional value on customer purchase intention in property industry. To study the impact/effect of perceived epistemic value on customer purchase intention in property industry.
Literature Review

Definition of Key Concepts & Terms
Customer Perceived Value (CPV): CPV is a consumer's general evaluation of the value of a product or service which is based on an individual's personal assessment of benefits and worth and this is subject to individuals' opinions (Zeithaml, 1988) . On the other hand, Sheth, et al. (1991) designed a conceptual model of five value types which explains the influence of the selection situation of customers in buying behaviour. In addition, Holbrook (1996) came up with the theory of perceived value which includes the relationship between customers and the service or products against the benefits received by them in exchange for the money expended (Zeithaml, 1988) . Customer perceived value is known as the perceived assessment of customers of the product quality against the benefits received upon using, in either assisting or denying the customers' intentions when using the products (Woodruff, 1997) . Fascinatingly, an excerpt from Yamamoto (2007) 's definition about customer value equals to the discrepancies between values acquired by consumers via owning or using the product against the price to own the product.
Customer Satisfaction: Customer satisfaction is how consumers evaluate these products or service in terms of fulfillment of individual's needs and expectations when consuming or using products or services (Oliver, 1997; Oliver, 1992) . This findings matches to the study by Halstead, et al. (1994) where it is discovered that customer satisfaction is known as the transaction-specific response and this stems from the comparison between perceived standards or expectation and certain products or services during consumption. Subsequently, Mano & Oliver (1993) defines customer satisfaction as the evaluation and assessment of products or services after purchasing or consuming by customers. On the other hand, customer satisfaction is said to be the state of cognition for received rewards in exchange for the price sacrificed by the customers (Howard & Sheth, 1969) . Likewise, Ilieska (2009) conducted a study where customer satisfaction is regarded as the feelings of customers, either happiness or discontent, because of the difference between the quality of products or services against the expectations.
Purchase Intention: Customer purchase intention is a type of decision which assess the reason customers select and purchase a certain brand (Younus, et al., 2015) and customers' preference in purchasing a product or service. Tung & Albert (1994) claimed that the greater the perceived value, the higher the customer purchase intention. Moreover, customer purchase intention is originated from each individual's perceived benefits and values acquisition which forms the vital source in predicting customer purchase behavior and intention (Chi, et al., 2011) . Furthermore, purchase intention is defined as a common measurement of effectiveness in predicting customer puchasing behavior (Kotler, 2000) and it indicates customers' preference in purchasing a product or service which satisfies their needs or opinions / perception towards the product or service.
Critical Review of Key Models and Theories
SHETH, ET AL. (1991) -Theory of Consumption Value: One of the most up to date models that explain consumers' purchase behavior is the consumption values model developed by Sheth (1991a) . Developed out of the effects of personal values on consumer behaviour, consumption values (Sheth et al., 1991) is an important model that shows why a product is preferred. Usefulness, strength of this theory is its simplicity as it is simpler in comprehending customer perceived value through searching its dimensions (Aulia, et al., 2016) and this model is excellent in assessing the diverse traits and attributes of products through exploring customers' judgement (Animashaun, et al., 2016) . Criticism, However, it is also similarly vital for consumption values in terms of preferences of product (Candan, et al., 2013) and this theory merely show that the choice made by customers as well as merely dealing with voluntary and logical selections instead (Animashaun, et al., 2016) . Hence, the uncommon functionality needs to be simplified (Animashaun, et al., 2016 (Lundgren, 2013) and it allows for both benefits and sacrifices included in any action that increase customer value (Klanac, 2013) . Criticism, However, the difference between the characteristics of the object and higher level concepts does not exists in this theory (Klanac, 2013) as well as being unable to support the sources of value identification and reasons foundations of values provision (Klanac, 2013) . Additionally, this model is not tackling the irrational experiences of the customers which is achievable via direct examination of customer activities (Klanac, 2013) . However, there are limitations for this model as this resorted to the experience of service due to the multidimensional model defined by conventional aspects such as the perceived benefit, perceived quality, as well as the perceived risk (Moosa & Hassan, 2015) .
HOLBROOK (1999) -Typology of Consumer Value: The theory by Holbrook (1999) labelled perceived value as an interactive relativistic preference experience in the context of comparativeness, subjectivity and specificity. Furthermore, this theory suggests that factors such as play, efficiency, status, excellence, spirituality, aesthetics, esteem, and ethics are values which are individually different where customers may acquire via consumption and these values are categorised according to three dimensions i.e. self-or other-oriented, extrinsic or intrinsic, and active or reactive. This theory is considered as the most complete model in a study by Sanchez-Fernandez & Iniesta-Bonillo (2007) and this is because it considered more dimensions and aspects such as social, economic, hedonic, and selfless aspect. Moreover, this theory also eases in the identification of the value dimensions if the perceived value is based on customers' needs (Aulia, et al., 2016) . The idea of this model and framework is based on the product value encompassing goods and services through three-dimensional aspects (Holbrook, 1999) . Hence, this theory is deemed as one of the appropriate frameworks in determining customer perceived value (Moosa & Hassan, 2015) . Criticism, However, this theory has a complicated operationalization for certain value elements, for example the ethical and spiritual value which are overlooked and there is ambiguity between elements like status and esteem (Solomon, 1999) . Moreover, it is not easy to classify perceived values to differentiate between active and reactive sources.
WOODRUFF (1997) -Consumer Value Hierarchy Model: The theory of Woodruff consists of goals of customers, their consequences as well as product attributes or performance, and incorporating received value and desired value which concentrate on values themselves according to customers' assessments which changes over time. This theory provides insights in understanding the customers' needs instead of benefit-sacrifice method (Woodruff & Gardial, 1996) which is outstanding in the clarification of the complication of perceived value as well as aids in explaining the reasons behind customers judgements of various benefits in evaluation of different kind of products (Khalifa, 2004) . It also redirect the value emphasis from attributes to consequences to yield value for distinct and strategic competitive advantage. Criticism, However, this theory is unable to explain the customer perceived value diversity (Sanchez-Fernandez & Iniesta-Bonillo, 2007) as well as being incapable to pinpoint the attribute preference of customer values which shaped customer value. This is due to individual preference of every customer regarding the features of the a product (Aulia, et al., 2016) .
MONROE (1985) -Price and Quality
Model: This theory ascertains the product cost or price perceived by customers as a method in assessing the perceived sacrifice against perceived sacrifice (Animashaun, et al., 2016) which displays significantly positive relationship between perceived quality and perceived price in terms of ranges of price as well as certain genres of product (Venkataraman, 1981) .Criticism, However, Monroe fails to incorporate dimensions which evaluate customer perceived value as it comprises merely cost as the culprit in defining customer perceived value (Animashaun, et al., 2016) . In addition, Peterson & Wilson (2000) deduced that the relationship between price and customer perceived quality are not always well defined directly.
Research Gap
As there are no previous study which investigates the impact of customer perceived value on customer purchase intention on the Malaysian housing real estate market, this research aims at filling the void in this context (Karna, et al., 2004; Karna, 2014; Kong, et al., 2015; Lundgren, 2013; Sunthorncheewin, et al., 2013; Yang & Zhu, 2006) . A study was conducted by Lundgren (2013) on the effects of customer perceived value in the context of residential properties by conducting a case study in Sweden. The total sample size is 283 and the overall customer perceived values is the dependent variable. This study investigates the relationship between a number of independent variables e.g. physical functionalities of houses and location attributes. The author employed a structural equation model to analyse and it is revealed that customers expect to be able to relax as well as the feeling of safety in the neighborhood proximity have significant effects on customer perceived value. Results show that properly planned layout as well as the amount of natural daylight have the most significant effects on customer perceived value. Thus, this theory can be used by relevant parties in housing. On the other hand, a study is also conducted by Karna (2014) on the analysis of customer purchase intention as well as satisfaction and construction quality by conducting case study among the private and public customers. Then, data is acquired from external source from Construction Quality Association (RALA), an organisation which offers information about audit which is related Finnish construction and property. Customer satisfaction and purchase decision / intention are the dependent variables. Subsequently, a couple of independent variables such as building and construction qualities, customer experiences and expectations etc. are analysed in terms of relationship among the variables. Then, RALA's feedback system as well as chi-square test are applied to analyse the collected data. Major outcomes of the study showed public customers have lower satisfaction level than private customers on the performance of contractors. Furthermore, contractors have to enhance their level of performance by improving quality assurance and enhance the procedures of handover as well as better material so as to increase customer retention level.
In addition, a study conducted by Sunthorncheewin, et al. (2013) in the investigation of customer loyalty via means of customer satisfaction as well as perceived value elements in house purchasing. The total sample size is 253 who mostly buy or own houses and the dependent variables are customer satisfaction and loyalty. The analysis of this study is on the relationship between a number of independent variables e.g. perceived social value, perceived functional value (quality and price), , emotional value and relational value. Furthermore, regression, reliability and factor analyses are among the tools used for analysis in this study. Major outcomes indicated all aspects of customer perceived value in this study show positive significant effects on customer satisfaction and loyalty whereas relational value is revealed as the most significant factor affecting customer satisfaction than the functional value of the product. In the latest study conducted by Chong and Dastane (2017) ,factors strongly affecting considerations of residential property consumers in Malaysia has been identified as financial, nebhrourhood and location factor which can be classified under functional and social value but relational aspect consideration is not investigated in this research.
Since there are several studies and research of impact of customer perceived value on purchase intention which apply dependent and independent variables adopted from theories by Zeithaml (1988) , Woodruff (1997) and Monroe (1985) , the Theory of Consumption Value by Sheth et al. (1991) will be adopted in this research as this model was hardly been applied in similar research in the Malaysian residential property context. From the literature review, it can be said that most researchers adopted independent variables from theories such as the perceived quality and value from Zeithaml (1988) , Holbrook (1999) , and Woodruff (1997) and which they are mostly used in researches and study done by Moosa & Hassan (2015) and Animashaun et al. (2016) , as they are considered to be more appropriate frameworks in evaluating customer perceived value. However, this study adopts Theory of Consumption Value by Sheth et al. (1991) as it is considered to be excellent in analyzing the diverse traits and attributes of products through exploring customers' opinion, which fits the objective of this study. Among the studies conducted in Malaysia on the impact of customer perceived value on consumer's purchase intention includes Nor Asshidin, et al. (2016) , Ariffin, et al. (2016) , Younus et al. (2015) and Khan, et al. (2010) which focus on respective industrial context such as green products etc. These researches aimed to investigate the products offered by manufacturers and other context but not residential property market, hence, as mentioned earlier, it is the gap that needs to be filled in order to investigate the customer perceived value in the property market.
Research Theoretical Framework
Source: Sheth et al. (1991) New proposed extension of the framework Values -perceived benefits gained in the specific situation, physical or social context.Perceived Epistemic Values -perceived benefits that arouse curiosity, satisfy knowledge desire and provide novelty from purchasing house Karna (2012) and Sunthorncheewin, et al. (2013) stated that the perceived quality of construction and building has an impact on customer purchase intention. Sunthorncheewin, et al. (2013) included social values as one of the customer perceived values in one of the hypotheses related to customer purchase intention in their researches, emotional values as one of the customer perceived values in one of the hypotheses related to customer purchase intention in their researches and relational values is one of the customer perceived values which affect customer purchase intention and included in one of the hypotheses related to customer purchase intention in the research. Haba et al. (2017) presents that conditional value to be the second most important customer perceived value customer during decision making in purchasing products and will affect customer purchase intention as well as loyalty. Awuni & Du (2015) came up from a study that the search for knowledge is crucial in encouraging decisions of consumers in trial of new products or services. Products related to green and environmental friendly stimulate curiosity and novelty of consumers and a study by Ginsberg & Bloom (2004) and Biswas & Roy (2015) justified that the absence of green products affects the buying behaviour and the environmental concern in consumers. Other than that, there were studies concluding that epistemic value has a significant impact on customer purchase behaviour and intention (Lin, et al., 2010; Suki, 2016 
Research Methodology
Research Design: Descriptive and explanatory studies approach are selected in this study where descriptive research is intended to justify current practice and perform assessment in developing theories (Burns & Grove, 2007) . On the other hand, explanatory research is also applied in this study to test and verify hypotheses and justify the developed conceptual framework in the process of investigating the effects and relationship of customer perceived value on their purchase intention as explanatory research is aimed at answering questions on "why" (Burns & Grove, 2007) and tries to decipher whether relationship between variables is causal through experimentation and understand the nature between causal variables and effect prediction. Research Philosophy: Positivism as a research philosophy is used and the information is collected from the working professionals and businessmen of this generation which is interpreted through reason and logic forms. Quantitative approach is selected for this study with a sample size of maximum of total 200 respondents through a structured survey questionnaire is used for collecting data along with the testing of hypotheses with the purpose of analysing the relationship between the variables (Johnson & Christensen, 2008) . Data Collection Methods, Tools & Accessibility: Since the collection of data is obtained through distribution of survey questionnaires, both electronically and hard copies, to participants according to certain criteria followed by letter of permission approval, and form of consent of participants are distributed to participants besides distributing the survey questionnaires in order to obtain approval from the participants. Data Instruments: A five-point Likert scale is applied to measure from 1 (Strongly Disagree) to 5 (Strongly Agree) in the questionnaire which requires respondents to fill in.
Total Population and Sample Size: In this study, Selangor state is chosen as the main area, particularly the Klang Valley province which focuses on Petaling Jaya and Subang Jaya. As of 2016, there are a total of 6.3 million populations in Petaling Jaya and 1.41 million populations in Subang Jaya according to Department of Statistics Malaysia (2016). Moreover, the target sample size is 200 with participants who are at least 20 years old and with proper jobs, business (self-employed) or retired. However, the number of sample returned eventually is 172 respondents. Respondents are invited to take part in the survey questionnaire in the form of either electronic form or hard copy questionnaire in this study. On the other hand, this study implements convenience sampling method which direct particular participants based on certain demographical profiles e.g. gender, age, annual income, occupation, marital status, and educational qualification (Samuels, 2013) . Data analysis plan: Demographic analysis is to be done to assess the population size in studying the respondents' details or profiles. Normality test is aimed at assessing the collected data set in terms of the normality where the Skewness and Kurtosis readings have to be within the range of -1 to +1. Reliability test is to be conducted to assess the collected data set in terms of the internal consistency and data reliability through the use of Cronbach's alpha. Data distribution analysis is aimed at analysing the data distribution and behaviour using histogram, P-P plot and Scatter plot. Descriptive statistics analysis is to be conducted to elaborate the details and demographic information as well as providing a summary of the data. Pearson's Correlation Analysis is to be done to investigate the statistical relationship between two continuous variables with values between -1 to +1 indicating positive or negative correlation. Regression analysis is to be used to verify the linear relationship between two variables (dependent and independent) using R Square method
Data Analysis
Through Statistical Package for Social Science (SPSS), systematic analysis is done from collected data to test research hypotheses. The statistical data set collected from 172 respondents will be evaluated with demographic profiles, normality & regression tests, correlation & regression analysis to understand the appropriateness of the hypotheses in this research.
Demographic Profiles
Demographic analysis is defined as the analysis of the population size, distribution of regions and population composition of the respondents. Out of the 172 respondents, there are 80 male respondents which form 46.5% of the total respondents and 92 female respondents which represent 53.5% of the total respondents. The majority respondents who participated in the survey are of age between 30 to 35 years. The number of single and married respondents who participated in the survey is almost equal. the majority respondents participated in this survey falls in the tertiary education educational qualification with 159 respondents which represented 92.4% of the total respondents. The first occupation class is business (self-employed) and there are 30 respondents which made up 17.4% of the total respondents followed by the second occupation of executive and professionals which encompass majority respondents at 124 respondents and 72.1%. The majority of the respondents who participated in this survey comes from executives and professional working levels with majority of the respondents fall under annual income group of RM 70,001 and above. On the other hand, almost all of the respondents taken part in this survey have tertiary education and above. Hence, it can be said that the demographic profiles of the respondents collected are logical and suitable for this context of study.
Normality Test
In this paper, the test method applied for the normality test is D'Agostino's K2 test (a.k.a. skewness and kurtosis analysis) which depends on two factors i.e. kurtosis and skewness in its calculation (D'Agostino, 1970) . It is said that the rule of thumb for the values of skewness and kurtosis should be within -1 to +1 ideally (Hair, et al., 2006) . Skewness & Kurtosis values for most of the responses were recorded between -1 to 1. However, for certain responses skewness & kurtosis values are found to be in range between -2 to + 2 which is still acceptable.
Reliability Test
In this paper, Cronbach's alpha method is applied as it is deemed the most common measure of data consistency and suitable for use when multiple questions using Likert scale are used in a survey or questionnaire in determining its reliability (Laerd Statistics, 2013) . In general, the rule of thumb for Cronbach's alpha score interpretation is applied. According to Table , the overall reliability score in terms of Cronbach's alpha value of 0.904 based on 30 number of items (4 items in each independent variables and 6 items in dependent variable) produced excellently high reliability and consistency of data (refer to Error! Reference source not found.) and this indicates that all the variables demonstrate good reliability in terms of internal consistency.
Data Distribution
The distribution of statistical data set shows all the possible values (or intervals) of the data and how often they occur. Data Distribution analysis is done through histogram analysis, P-P Plot analysis & Descriptive statistics analysis in this research. Histogram: The use of histogram enables researchers to investigate the data set by examining the shapes of the distribution which includes normal distribution, outliers, skewness etc. (Laerd Statistics, 2013) . Figure 2 displays the data distribution histogram of customer purchase intention. The collected data exhibits a normal distribution judging from the bell-shaped curves where the most of the value are within the bell curve with an overall mean value of 1.45 -15 and standard deviation value of 0.982. This results indicates that the data set is considered normally distributed. P-P Plot: The purpose of the P-P plot is to aid in determining actual data distribution other than observation of histogram. Results forming a straight diagonal line is desirable as it indicates normal distribution for both theoretical and observed data (Grace-Martin, 2008). Figure , the P-P plot indicates that the collected data is considered to be normal distribution as every point are located near to or along the regression line. However, slight misalignment is observed somewhere at the mid-point and top-right point but still within tolerance. Descriptive Statistics: Descriptive statistics are commonly used to illustrate the summary of features of a set of data observed in a study which deliver overview and simple summary regarding the data in conjunction with graphical analysis (such as histograms) through quantitative analysis of data (Trochim, 2006) From the mean values, it can be said that the link between functional value and customer purchase intention is observed to be strongest (due to higher overall mean scores) which indicates most customers perceive functional value to be the most important in shaping the purchase intention compared to relational, conditional and epistemic value while social value is the least considered.
Pearson's Correlation Analysis
Correlation analysis is a method or procedure for investigating the statistical relationship between two continuous variables and their level of association in certain population which is commonly denoted by r, a figure as the Pearson's correlation coefficient (van den Berg, 2014) . In this study, a 2-tailed test of significance and bivariate method are applied.3 On the other hand, the p-value which is denoted by "sig. (2-tailed)" in the correlation table from SPSS indicates the probability of that particular value of r and it is said that smaller p-value is the desired result and ideally smaller than 0.05 or 0.01 (van den Berg, 2014). 
Regression Analysis
Regression analysis is implemented in this statistical research for verifying the linear relationship between two variables (dependent and independent) and above and it is mainly applied in predictive analysis (Campbell & Campbell, 2008) . Model Summary: R-squared is measured to determine the closeness of data to the fitted regression line in regression analysis and the value of Rsquared is always between 0 to 100% (or 0 to 1) (Frost, 2013) . Besides, Durbin-Watson value will be analysed in the regression where it is a test statistic used to detect autocorrelation in a regression analysis and the value is always between 0 and 4. Value of 2 corresponds to no autocorrelation in the data set and values near to 0 will mean positive auto correlation while values close to 4 indicate negative correlation (Durbin & Watson, 1950) . which shows the summary of regression model, the R Square value is 0.491 which indicates 49.1% of the Customer Purchase Intention is able to be predicted by the independent variables. In addition, the adjusted R Square value is 0.473 which indicates that the model is deemed not a good fit model owing to the fact that the adjust R Square value is less than 0.60 (the minimum requirement to be a good fit model) (Hair, et al., 2006) . On the other hand, the Durbin-Watson value of 2.081 which is close to value of 2 indicates no autocorrelation. This leads to the fact that there is zero conflict and autocorrelation among the respondents (Laerd Statistics, 2013). The demographic profile shows that the research datasets was well distributed with convenience sampling technique and sample size of 172 respondents. Normality test is carried out and the sample fits the standard normal distribution. The Cronbach's alpha showed the reliability of the data which was reliable and acceptable for a research study from 0.589 to 0.90 (George & Mallery, 2003; Hair et al. 2010) , none of the constructs were below 0.52. In order to find the distribution of statistical data, Histogram, P-P Plot, Scatter Plot and Descriptive Statistics analysis have been done. Pearson Correlation analysis is used to evaluate the linear relationship between the independent and dependent variable from which the strength of the association is found to be positive, significant & moderate to strong. Relational Value, Conditional Value & Epistemic Value is found to be strongly correlated with the Customer Purchase Intention than the other perceived values. Prediction of the consumer perception and its impact on purchase intention is done using the simple linear regression technique in this study.
Conclusion
Relational value has emerged as one of the important dimensions of customer perceived value for residential property market and emotional value doesn't seem to be significant. This justifies the extension of Seth el al, 1991 model for the property market by including relational value dimension. Conditional Value & Epistemic value are also found to have very high effect on Customer Purchase Intention. Hence, the analysis of the research is used to identify the perceived values that might have impacted the customer purchase intention of residential property market by answering the research question and objectives and by determining the actual perceived value dimensions influencing customer purchase intention of residential property market. Thus the research contributes academically to the existing literature.
Practically, this study suggests that property developers should enrich the functional aspects of their products i.e. residential houses (such as practical space planning and innovative architectural design) as well as further promote their residential properties through innovative marketing activities. This is in order to boost and fulfil customers' approval and their general understanding of the functional value of the new residential properties along with the development of an optimistic attitude, intention to purchase and their actual purchase behaviour. Such enhancements will enable property developers in generating positive significant purchase intention from customers. It is suggested that the marketers of the property developer should refine and enhance their rebates and overall package of properties as well as improving and maintaining good workmanship so that customers' perception towards developer is further improved. Thus, it appears evident that consumers' awareness is imperative in generating customer purchase intention by means of promotions in terms of the functional and conditional values such as offering various promotions with perks like subsidies and rebates to the customers in order to improve both functional and relational values and consumers' value perceptions of the property developers. On the other hand, it is equally important that the property developers in taking actions regarding customer loyalty and commitment in the relationship by making sure every staff gives their full commitment in providing quality services to the customers so that the customers' perception on the property developers is good and are willing to commit in their relationship with the developers, in turns lead to higher purchase intention. Hence, it is essential for developers to constantly maintain good communication and the level of confidence such as maintain honesty, offering accurate information, maintain integrity with the customers. This is so that the perceived relational value of the customers is increased with high purchase intention.
On epistemic value, green marketing can be utilised in their marketing strategies through capturing customers' consciousness on environmental in order to differentiate their products and make place in the green market. This can be done through creative marketing in emphasizing the environmental friendly features to improve purchase intention for the range of consumers with green concept and consciousness by utilising ways to change their products presentation and promoting green housing awareness to improve environmental awareness. Consumers with environmental awareness prefer to buy houses which is designed to conserve natural resources or houses which benefit the environment. Property developers are recommended to establish residential housing projects with green features and aim to become the leading developers in green housing for improved image through building environmental-friendly houses. Through these housing projects, it will also be influential to relatives of potential purchasers. As the limitation, generalization of the results might contain inaccuracies considering the sample taken from just one district of Malaysia. For future Research, It is suggested that a cross culture approach should be applied as the scope of future research to include respondents from the entire Malaysia from east to west to acquire more demographic profiles and to diversify them through targeting respondents from different background in the same industry in order to generate genuine data and relationship between the variables for constructing a better conceptual framework. Moreover, different theory can also be applied in the conceptual framework in future research.
